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Summary
Colombia has been a victim of war for the past 53 years, thankfully in 2017, a peace treaty was
signed between the biggest guerrilla group in the country called FARC and the government.
Now that the country is going through a new era, some challenges are rising, one of the most
prominent is how to support the 11.816 ex combatant, how to reintegrate them to society, specially
when some of them do not have skills outside of those learned in war.
This research wants to present them with a possibility of farming tropical fruits, for which Colombia
can become a global player and find how they can export their fruit crops to Japan, in order to
improve not only farmer lives but also diversify the Colombia’s export portfolio which relies 59% in
oil exports, making our economy especially weak when Oil prices are low.
For this, it is important to understand what kind of fruits Colombia produces, which crops are the
most useful in order to help Colombian farmers affected by war and poverty, also, which are the
main trading partners of Japan regarding these products at the moment and what kind of Trade
treatments do they hold and if it is feasible to export without a Trade treatment as Colombia does not
have one at the moment.
As for the case of Japan, fruit crops have diminished almost to half since 1975 to 2010 when it has
been stable, fruit consumption has been declining for the past 25 years and young people are not
interested in continuing family farms, as such Japan will need to increase their imports in the
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following years, if this trend continues Colombia can contribute greatly to provide cheap and quality
tropical fruits to Japan.
Primary data was also collected in order to understand the profile of the Japanese consumer, what
kind of expectations do they hold regarding fruits, how much do they spend, how often, what kind of
processed form of fruit do they prefer, which are the health properties they prefer in fruits along
importance of various qualities in fruits. With this information and a general understanding of the
parties that are involved, this research expects to collect enough data to take a first step into helping
these farmers and ex guerrilla combatants to consider Japan as a country where their crops can be
sold, also from the primary data gathered, the research expects to guide different entities to do
effective Marketing campaigns and positioning depending on which market they want to tackle.
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Section 1. COLOMBIA AND ITS ECONOMY
Colombia is a country located in the northwest side of the South American continent. It
prides itself in its ethnical and linguistic diversity, this is due to an interesting mix of indigenous
people due to the influx of immigrants at the time of South America’s colonization, mostly Spanish
people and forced immigration from Africa at the time.
Figure 1.1 Raster map of Colombia (Geographic institute Agustín Codazzi 2008)
With a population of 45.5 million people (DANE 2018) and a total landmass of 1.2 million
km2 (Geographic institute Agustín Codazzi 2008), most of them located on the north and center of
the country, the population density is around 40 people per km2, around a quarter of the population
is younger than 15 years old and 7.4% are older than 65 years old (ProFamilia 2015).
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The official language of Colombia is Spanish and despite being a laic state, around 90% of
the people are catholic (Beltran 2013).
Ranked by its gross domestic product, Colombia is the fourth largest economy in Latin
America (International monetary Fund 2017).
Figure 1.2 Colombian exports percentages by group in 2018 (DANE 2018)
Table 1.1 Colombian exports values by group in 2018 (DANE 2018)
As seen on figure and table 1.1, Colombian main export group is combustible fuels and
extractive industries, this is due to Colombia having the largest coal deposit in Latin America and
large amounts of oil to be extracted. Colombia averaged an output of 885,000 crude barrels per day













COLOMBIAN EXPORTS IN 2018
Product groups (millions of dollars)
Farming, food and beverages 7301.3





Figure 1.3 10-year historical chart of crude oil barrel price (Macrothrends 2019)
As we can see in figure 1.3, the price of oil barrels went up considerably from 2001 to 2008,
because of this, the Colombian government decided to invest heavily in the oil and gas sector which
they locally control through a state-owned entity known as Ecopetrol, and despite the prices falling
down in recent years, this strategy has not changed. Due to a high dependency in this sector (59% as
seen on figure 1.2) the Colombian economy takes heavy damages when the price of oil barrels goes
down. Our economy is so heavily linked to it that even when the price of oil is one of the cheapest in
recent years, Colombians have to pay an average of three times the price Americans pay for a liter of
gasoline despite Colombia being an exporter (2.7 dollars in Colombia vs 0.8 dollars in the USA on
average), this happens because the price of oil in Colombia is calculated through a formula that takes
into account the fiscal needs of the nation, thus the general population have to carry the
consequences of a low oil barrel price.
Another important topic that should be mentioned, is the inequality in Colombia, at the
present, Colombia is the second most unequal country in the region, with the 1% of the richest
people owning 20% of the country’s income (Neira 2018), the difference between the income of
people living in the city and farmers can average around 48,4% (Sanchez 2018), it is of utmost
importance to find a way to give power to the less privileged people, ways for them to develop their
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own businesses, ways for them to improve their life quality thus improving the chances of attaining
success for future generations and in turn improving the economy of the country in general.
Section 2. POTENTIAL FOR FRUIT EXPORTS
Colombia is a unique country in some ways, it is the only country in the South American
region to have two seas, the Pacific Ocean and the Caribbean Sea. This is extremely useful for the
economy of the country, as it helps in exportation of products. We can reach many countries directly
through our 4500 maritime export routes and access to 680 ports around the world, and in the case of
Japan, it takes 22 days by ship [ProColombia 2018].
Another important factor is its climate. Due to its geographical location near the Equator, the
country has a tropical characteristic weather, it does not have 4 seasons cycle like Japan, which
allows the agricultural industry to grow its crops all year around. Colombia has instead a 2-season
cycle based on a dry and rainy season, the former starts generally from December to April and the
latter from May to November [Geographical society of Colombia 1967].
The production of crops is affected by these changes in the weather, but it varies a lot
depending on the type of crop, some crops are more affected than others on the dry season and
others on the rainy season, for example, bananas are not affected by unusual amounts of rain, but
beans do [Ruíz Cabarcas , Pabon Caicedo 2013]. Despite this, with good planning and a good risk
mitigation, Colombian producers can predict the number of crops for exportation in order to not
affect their clients.
Another interesting aspect of Colombia are their different thermal floors. Temperature in
Colombia is usually the same all year around in each region. The temperature changes depending on
the altitude of them. There are four climate floors, warm climate for regions between sea level and
1,000 meters with temperatures above 24 °C, here we can find typical tropical crops like cacao,
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sugar cane, bananas, pepper etc…
The temperate climate regions are located between 1,000 and 2,000 meters with a
temperature between 17°C and 22°C, here we can see coffee and tea crops, also different citrus fruits
types, avocado, tomato and others.
For cold climate regions, which are located between 2,000 and 3,000 meters with
temperatures between 10°C and 17°C, we can find Quinoa, potatoes, wheat and other European
crops that were introduced in the past.
Finally, the Paramo climate for regions between 3,000 and 4,000 meters with temperatures
lower than 10°C, where we can find some types of coffee that can grow in this climate.
Considering these factors, we can see that Colombia has a great agricultural potential, the
different climates and altitudes combined with the lack of the 4 season’s cycle, allows us to supply
our internal demand and export a great variety of crops to other countries all year around.
Talking about crops, Colombia has the second highest biodiversity in the world after Brazil
[IDEAM 2005], this includes a wide variety of fruits and in fact we are the first country in the world
with the highest number of fruits biodiversity per square meter, with an outstanding number of 433
different native species [Tafur , Toro 2007]. Unfortunately, most of these fruits are not very well
known, even for locals, there is a sever lack of investment in the industry by the Colombian
government. Hopefully, if the demand of exotic fruits by other countries starts to rise, this will catch
the attention of the government and more investigation and efforts will be targeted into this industry
Finally, one important topic and factor that must be considered is the war that lasted for 52
years in Colombia. This problem has affected the livelihood of Colombians in different ways, for
example, many appropriate sites for agriculture were taken by Colombian guerillas and this limited
our potential as an agricultural country.
Another aspect was how the guerrillas demanded local farmers to comply with their orders
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and used these innocent people’s farms as places to cultivate drugs in order to fund their illegal
activities, limiting the quantity of crops to be sold.
Thankfully in 2016 a peace treaty was signed between the Colombian government and the
biggest guerrilla group in Colombia called FARC. This has untapped the potential of our country,
without having to worry about the war, farmers can return to their lands, they can cultivate legal
crops and give a better life to their families. The only thing they need now is for the government to
invest in them, for entities to guide them in how to export their products to other countries.
Section 3. REASONS FOR PORTFOLIO DIVERSIFICATION IN COLOMBIA (AND WHY
AGRICULTURE)
As we have established before, there are some basic problems with the Colombian economy
and government policies. There is a heavy dependency on the oil industry to meet the quotas the
country needs in order to progress and under the portfolio diversification technique, this is not a
good thing to do, especially when the oil industry beta is high (1.61) (Reuters 2019), it would be
wise for the government to mitigate risks by broadening the country’s main exports.
Taking this into account, and remembering the big difference in income between people
living in cities and farmers, it would be wonderful if the rate of exports in the agriculture sector
could grow, especially with a country with so much potential: various thermal floors, harvests all the
year round and numerous species of fruits and vegetables, that is why a more conscious investment
in this sector can bring numerous benefits.
There are additional factors to consider, after the end of the civil war in Colombia around
7000 members of the guerrilla group FARC gave away their weapons and now they are trying to
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reintegrate themselves into society (El Colombiano 2017). The problem is that after years of living
as combatants, even fighting since they were children, the only skills they have are related to war,
and thus they are in a difficult position. They understand that they need lead an honest life, but this is
not an easy thing to do without the proper skills; that is why it is so important to create unskilled jobs,
to expand current industries, for these people, harvesting crops can be a great way to provide these
people with the tools and honest jobs they need.
A second factor to consider is the generation of employment in Colombia. As the 113th
country in terms of unemployment (9,7%) (Indexmundi 2018), the government should check how
many jobs an industry generates in order to align their strategies, for example, the oil industry in
Colombia generated 145.832 jobs in 2011, the highest in the last 10 years (Martinez and Delgado
2018). The agronomy industry generates 1.500.000 jobs on average from 1993 to 2005 (Barrientos
and Castrillón 2007), ten times what the oil industry generates, taking this into consideration, it
would be a wise decision to support the agrarian sector more than before.
Table 1.2 Number of research groups in Colombia (Colciencias 2014)
A third factor to consider is the level of research in Colombia, as we can see on table 1.2, the
level of research done in the agronomy sciences is very low compared to other fields. With so much
potential, the government should collaborate with public and private universities in order to generate
more practical knowledge that could be used in order to improve the way we cultivate crops in
Colombia, ways to spend less resources and attain maximum efficiency but this has not even crossed
Research field Groups Percentage
Agronomy sciences 214 5.4%
Humanities 291 7.3%
Health sciences 685 17.3%
Engineering and technology 704 17.7%
Natural sciences 855 21.5%
Social sciences 1221 30.8%
Total 3970 100%
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the minds of Colombia’s government.
Continuing this train of thought, a comparison could be made between Colombia and the
Netherlands regarding agriculture, the former has a considerable land mass and 400.000 km2 of it
can be used for farming (C. 2018), while the latter has only 18.370 km 2 of arable land (Trading
Economics 2016), the Netherlands has seasons that difficult the grow of crops on winter too, but
despite these disadvantages, the Netherlands is considered the second top exporter and technological
leader in agrarian products (Netherlands goverment 2017), they have reached this point by being as
efficient as possible with their crops, the use of available space to do so and technological
advancements in the field, this is thanks to a heavy investment and joint effort between the
government and private firms (Pinckaers 2011). These investments go to semi-public universities
who are focused on doing practical research in their fields, for example, the Wageningen University,
the most cited university in agronomy and one of the top universities in the world in this field (The
world univeristy rankings 2019) found a way to reduce the consumption of water for cultivating
tomatoes from 300 liters to 4 liters only (Nederhoff and Stanghellini 2010).
Another interesting case study could be made with Russia, the second largest exporter of oil
in the world (TEKINGUNDUZ 2018), by doing a parallel of both countries. We can find that both of
them have high stakes in the oil industry and they are greatly affected when the price of it goes down,
for example, 40% of the Russian GDP comes from the oil and gas sector [Garrison , Song 2018]. As
seen on figure 1.2, in the year 2014 there was a high fall of prices in oil barrels, for which the
economy of Russia suffered, their GDP per capita was reduced from $11,615 in 2013 to $11,038 in
2015, also wages fell by 9% and 2 million people fell into poverty (Mauldin 2016). Despite this
blow to the economy, the Russian government has started to realize they need a second option in
order to meet their yearly budgets. Since becoming the number one exporter of wheat in the world as
seen in figure 1.3 and export revenues from agriculture reached $20bn in 2017, the Russian
government started to pay more attention to this industry, even the former agriculture minister
Aleksandr Tkachev said that grain is their second oil (The Economist 2018).
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Perhaps the Colombian government could learn a little from these strategies and start
implementing similar methods. That is something that a lot of Colombian people wishes to happen,
it is clear that by themselves the Colombian government will not take this approach, but it is almost
certain that if the agronomy industry starts doing well by itself, they will notice the potential and will
wish to support it more, similar to Russia at the start. Hopefully this will happen in the future, the
more jobs are created and the more people become not just a local player but a global player, the
better the economy will become.
Section 4. WHY JAPAN?
According to the statistics of the International monetary fund, Japan has been in the top three
economies in the world for the past few years as seen in figure 1.4.
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Japan has been an example to follow for a lot of countries and a source of inspiration as well,
after World War II, Japan was in a very bad shape and no one at the time could imagine how fast and
well the economy would recover in the following years. Despite not having a high quantity of
natural resources compared to Colombia for example, Japan was able to thrive thanks to an efficient
use of the resources they had, in this case it was their human capital.
Now, in the interest of this investigation, it is of utmost importance to understand the
economic profile of the country, we need to find something that Colombia can provide to Japan,
something that adds value to the Japanese economy and quality of life of its habitants.






















Figure 1.6 Japan imports in 2017 (Japan external trade organization 2017)
From figures 1.5 and 1.6, we can make some observations, first, Japan food and natural
resources imports are quite high, at the same time, their export portfolio mostly consist of machinery
and equipment.
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Now, we can see that the relationship between imports and exports by value is quite close,
still generally speaking, Japan is a country that imports more than it exports, this means that there is
a good opportunity for Colombia to stablish good trading relationships with Japan, in matter of fact,
regarding the coffee market this has already been done and together with Brazil, we are the top 2
suppliers of coffee beans for Japan.
Figure 1.8 Coffee beans suppliers for Japan (All Japan coffee Association 2018)
As we have stablished before, Colombia has a great potential as a fruit exporter, in this case it
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Figure 1.9 Fruit market value in Japan [Ministry of agriculture, forestry and fishery 2017]
From figure 1.9, we can see that roughly speaking, Japan imports one third of the fruit
consumed in the country. It could be said that Japan already produces a high amount of the fruit
crops they need, but we need to take into account the variety and kinds of fruits, for example,
Colombia has a good variety and supply of tropical fruits such as Mango, Passion fruit, Star fruit and
pitaya and many more, these fruits are also grown in Okinawa but considering their land size, it is no
mystery why Okinawa fruit is expensive, they do not have the capability and capacity of producing
enough fruit for the whole country, and this is where Colombia can contribute with cheap, nutritious
and high quality fruit.
Regarding prices, Japan fruit prices are commonly perceived as expensive around the world,
this happens due to the luxury fruit market prices being more prominent among international news,
the reality is that some fruits like bananas, apples, oranges and strawberries are commonly found in
supermarkets and have similar prices to other first world countries, this is due to the national
industry that drives prices down and a good amount of international suppliers like Taiwan, United
States, China, South Korea and the Netherlands (Kashiwagi 2014), but for more specialized fruits as
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stores, which is a good thing, the purpose of this research is to find a way on how Colombia can
complement the existing offering of products in Japan, ideally without competing with local
suppliers or at least targeting a different customer segment.
Another important aspect to consider is the problem of aging society in Japan, there is not
enough young people that are interested in agronomy, most of them see going to the cities to make a
career as the easiest way to be successful and have a better life, this in turn will only diminish the
numbers of domestic fruit production with time, creating the necessity of importing more fruits than
ever before and thus the need of more trading partners.
Section 5. SCOPE OF THE INVESTIGATION
Considering the information mentioned before, we would limit investigation and data
collection to the market of fruits, the goal of this document is to clarify whether is it possible to
import fruits from Colombia to Japan, which types of fruits are more suited to the market, what kind
of quality does the average consumer expect from imported fruits and what business model is more
beneficial for exporters and consumers alike. This will be done through surveys to potential Japanese
clients in different age brackets.
By evaluating these factors, we can gather the necessary data in order to inform and advise
Colombian farmers to export their products into Japan
Section 6. CHAPTER SUMMARY
In this chapter we explored the historical and economical background of Colombia in order
to understand its strong and weak points, as such the potential of fruit exportation due to its diversity
is highlighted while also considering the high dependence in oil and gas exports. The Colombian war
and how it affected the population were mentioned and how fruit exportation could help to diversify
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the export portfolio of the nation and simultaneously help people affected by the war in order to
improve their economic situation.
Another important point is how Colombia can follow the lead of important countries like
the Netherlands and Russia in their efforts to make agronomy exports a staple of their economy.
Finally, the chapter is closed by highlighting that potential Colombian fruit exports into Japan
can help the nation to lower the prices and raise fruit consumption on a daily basis without affecting
local farmers in a meaningful way by focusing their efforts into tropical fruits.
On chapter 2, a more focused analysis of Colombia as an exporter will be made in order to
understand its potential, understand the best ways to help the farmers affected by war and selecting
potential fruits to export for Japanese consumers, also the Japanese market will be analyzed to
understand possible advantages and disadvantages such Colombian exports may face.
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CHAPTER 2. CURRENT STATE OF AFFAIRS
Section 1. COLOMBIA AS A SUPPLIER
Available fruits in Colombia and where are they being exported
As mentioned on Chapter 1 section 2 Colombia has 433 different native species of fruits, but
according to the data provided by the Ministry of Agriculture, mostly only 16 major species are
being exported in considerable quantities [Colombian Ministry of Agriculture 2019] and 44 are
mostly cultivated and consumed internally [Colombian Ministry of Agriculture 2017].
Table 2.1 most exported fruits in Colombia [Colombian Ministry of Agriculture 2019]
As seen on table 2.1 of the 16 varieties, 5 are from the Passiflora family. These fruits
normally have a large amount of seeds and have hard skins which means that only the pulp can be
eaten, their taste can range from sweet to sour, which makes them especially popular in European
countries due to their unique taste. Due to this they are not usually eaten raw but consumed as juice,
or processed in jelly and ice cream.
Passion flower fruits have high nutritional value due to their high content of Vitamin A, C
and B2 and have anticonvulsant, anti-diabetic, anti-inflammatory, anticancer, antimicrobial,
anti-diabetic, antihypertensive, anti-sedative, antioxidant properties and also can treat conditions like
arthritis and asthma [Thokchom , Mandal 2017]
English name Japanese Name Local Name Color N. of seeds
(average)
Taste Hard skin Size
Avocado アボカド Aguacate Green 1 Umami Yes Medium
Banana バナナ Banano Yellow 0 Sweet Yes Medium
Tangerine タンジェリン Naranja tangelo Orange 10 Sour Yes Medium
Orange オレンジ Naranja Orange 10 Sour yes Medium
Lemon レモン Limon Green 5 Sour Yes Medium
Coconut ココナツ Coco Brown 0 Umami Yes Big
Strawberry イチゴ Fresa Red 0 Sweet No Small
Guava グアバ Guayaba Green >20 Sweet Yes Medium
Mango マンゴ Mango Yellow 1 Sweet Yes Medium
Blackberry ブラックベリー Mora Purple 0 Bitter No Small
Passion fruit パッションフルーツ Maracuya Yellow >20 Bitter Yes Medium
Watermelon スイカ Patilla Green >20 Sweet Yes Big
Banana passionfruit バナナパッションフルーツ Curuba Yellow >20 Sour Yes Medium
Grenadia グレナディア Granadilla Yellow >20 Sweet Yes Medium
Sweet cup スイートカップ Cholupa Green >20 Sweet Yes Medium
Giant granadilla 大グレナディア Badea Yellow >20 Umami Yes Big
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As for the other fruits on the table, it can be said the reason they are a popular option to
export is because their universal familiarity, most people in all countries have had the experience to
taste fruits like Bananas, lemons and oranges and a lot of countries have their own indigenous
varieties like the Mikan in Japan and China, others have been introduced to strong cultural
influences like the avocado and it is strong connection between the cultural interchange between the
Mexico and the US, which popularized it in other countries.
Table 2.2 Colombian fruit mostly for internal consumption [Colombian Ministry of Agriculture 2017]
English name Japanese Name Local Name Color
N. of seeds
(average)
Taste Hard skin Size
Abiu カイモ Caimo Purple 1 Sweet yes 5- 10 cms
Acai アサイ Azai Violet 0 Sweet yes 10-14mm
Aguaje オオミテングヤシ果 Aguaje Red 1 Bitter yes 5-7 cms
Apple リンゴ Manzana Red 5 Bittersweet yes 7-9 cms
Araza アラサ Araza Yellow 10 Sour no 10 cms
Bacuri バクリ Bacuri Green 1 Bittersweet yes 10 cms
Bored ボロホ Bored Green >20 Sour yes 7-12 cms
Breadfruit フルーツのパン fruta de pan Green 1 Sweet yes 30 cms
Cherimoya チェリもや Chirimoya green 10 Sweet yes 7-9 cms
Cocona ココナ Cocona Orange 10 Sour yes 4-12 cms
Corozo コロソ Corozo Red 1 Sour yes 4 cms
Cranberry クランベリー Arandano Blue 1 Sweet no 0,7- 1,5 cms
Cupuassu コポアズ Copoazu Brown >20 Sweet yes 12-16 cms
Dates デイト Datil Yellow 1 Sweet yes 4-8 cms
Early fig イチジク Brevo Green >20 Sweet yes 6-9 cms
Feijoa フェイジョア Feijoa Green >20 Bittersweet yes 4-7 cms
Fig フィグ higo Green >20 sweet yes 6-7 cms
Grape ブドウ Uva Black purple green 3 Bittersweet no 1,6 cms
Gulupa グルパ Gulupa Yellow >20 Sour yes 4- 6 cms
Loquat ビワ Nispero Yellow 1 Sweet yes 1,5- 5 cms
Mamey マメイ Mamey Grey 1 Sweet yes 8-20 cms
Mangosteen マンゴスチン Mangostin Purple 6 Bittersweet yes 9-12 cms
Melon メロン Melon Yellow >20 Sweet yes 20 cms
Naranjilla ルロ Lulo Yellow >20 Sour yes 4-6 cms
Papaya パパイア Papaya Yellow - orange >20 Sweet yes 10-25 cms
Peach 桃 Durazno Orange 1 Sweet yes 5-6 cms
Peach-palm チョンタドゥーロ Chontaduro Orange 1 Umami yes 34-38 mm
Pear 梨 Pera Yellow 1 Sweet yes 5,5-6,5 cms
Pineapple パイナップル Piña Yellow >20 Sweet yes 30 cms
Pitahaya ピタヤ Pitaya Yellow >20 Sweet yes 10 cms
Plum プラム Ciruela Red Yellow 1 Sweet no 35 mm
Pomelo ぽメロ Pomelo Yellow Pink 5 Sweet yes 15 cms
Rambutan ランブタン Ranbutan Red 1 Bittersweet yes 3-6 cms
Raspberry ヨーロッパキイチゴ Frambuesa Red 0 Sweet no 15-20 mm
Ruscus ルスクス Ruscus Red 1 Sweet 10-12 mm
Sapote サポテ Zapote Black Green 1 Sweet yes 10-20 cms
Sour grape アグラスべりー Agraz Red 0 sour no 1,2 cms
Soursop サワーソップ Guanavana Green >20 Sweet yes 14-40 cms
Spanish lime マモン Mamoncillo Green 2 Bittersweet yes 2-4 cms
Sweetsops バンレイシ Anon Green 10 Sweet 6-10 cms
Tamarind タマリンド Tamarindo Brown 6 Sweet yes 5-20 cms
Wax apple レンブ Chamba Red 5 Sweet yes 1 cm
White mulberry モレラ Morera White 0 Bittersweet no 1,5- 2 cms
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As seen on table 2.2, there is a great potential for fruit exports in Colombia. Regarding the
Japanese market, it is important to understand the preferences regarding taste, size, quality and
number of seeds to select the most adequate fruits for exporting.
Table 2.3 Exported Colombian fruits by Region [Colombian Ministry of Agriculture 2019]
From table 2.3 we can see that most of Colombian exports go Europe, interestingly enough,
the most exported fruit is not a very unique one, the banana. Regarding avocado, it is easy to
conclude that the North American demand is mostly covered by Mexican exports and European the
European market has to rely on Colombian exports to cover the demand.
It is very interesting to see that there are almost no larger exports of Colombian fruits to the
Asia-pacific region, the only one is cacao and is not actually comparable to the Quantity of exported
Banana, this means there is still a great growth potential for our fruits in this market, but at the same
time, it can also mean the demand is already been supplied by other countries, something that we
will analyze in the next section of this document, it is of utmost importance to understand the
Japanese market in order to find which needs are not being met.
General quality standards and Colombian fruit properties
The Colombian institute in charge of defining guidelines, technical and quality standards is
called ICONTEC, it is a private institute who cooperates with the government and supports the
private sector in order to incentive competitiveness in the country.
Regarding fruit quality standards, in general all fruits must comply with the following
Fruit groups (Ton) South America Central America North America European Union Asia - Pacific Not disclosed
Avocado - - - 27488 - 1000
Banana - - 282015 1571681 - -
Cacao 250 2972 109 6334 1627 -
Citrus: Tangerine, Orange Lemon 19714 5365 2732 3485 - 3708
Strawberry - 88 - - - -
Guava - 2 3 15 - 10
Mango - - 313 198 - -
Blackberry 147 - 24 14 6 -
Passion flowers - - 195 6882 - 409
Total 20111 8427 285391 1616097 1633 5127
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requirements [Colombian Institute of Technical Standards and Certification 1977] :
 They must be ripe
 The fruit must be whole
 Typical shape of the species
 Fresh and consistent
 Healthy fruit without any hint of diseases that can affect the external or internal
composition of the fruit
 Free of damages due to recollection
 No smells or weird taste due to chemicals or products stored near the product
 No strange particles in the package
 It must retain a 5mm peduncle
In addition to this, there are three categories for fruits, Extra class, first class and second class.
The extra class is defined as fruits that have less than 5% of scratches on its surface due to friction
between fruits and insects, the first class is defined as fruits that have less than 10% of scratches on
its surface due to friction between fruits and insects and second class as those that meet the general
requirements but do not classify for Extra or first class.
In general, only the Extra class is used for international markets and first and second class for
internal use.
Japan is famous for its high-quality standards, so a comparison between what is acceptable in
Colombia and Japan must be made, this will be done in chapter 2 section 4 of this document.
As seen on table 2.1 and 2.2 there is a large amount of different fruits in Colombia and each
one has unique health benefits, this is something very important at the time of exporting fruits to
Japan, if exporters want to be successful they must concentrate their efforts in fruits that are
appealing to different demographics, there is a big opportunity among the aging society, as they
require more healthy food than before, but there is also an interesting market on the young health
conscious population for which properties related to beauty of the skin and hair can be appealing,
this will be analyzed on chapter three and some of these properties can be seen on table 2.4.
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Avocado アボカド (Mark L. Dreher 2013)
 Can lower Cholesterol and Triglyceride Levels
 Can reduced risk of cataracts and macular degeneration
 May Help to Prevent Cancer
 Help to lose Weight
Soursop トゲバンレイシ (Aidy Irman Yajid 2018)
 High in Antioxidants
 It May Help Kill Cancer Cells
 Helps killing bacteria in your body
 May help with arthritis
 Helps to stabilize blood sugar levels
Gulupa 紫のパッションフルーツ (Franco, et al. 2014)
 Helps the cardiovascular system
 Helps to sleep well
 Helps to improve hair nails and skin
 May help with arthritis
 Reduces stress levels
Lulo ルロ (Staughton 2019)
 Boosts the Immunity system
 Improves vision
 Improves bone strength
 Has anticancer properties
 Good for skin health
 Improves blood circulation
Mango マンゴー (Nagdeve, Organic facts 2019)
 Helps against constipation
 Helps maintaining skin and hair health
 Helps to reduce body weight
Papaya パパイア (Saurabh Peter 2016)
 lowers cholesterol
 Helps ease menstrual pain
 Helps to reduce stress
 Helps against constipation
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 reduced risk of colon and prostate cancer
Tamarillo タマリロ (Noor Atiqah Aizan Abdul Kadir 2015)




 It Treats Tonsillitis
 Boosts immune system
Banana passionfruit バナナパッションフルーツ (Chaparro-Rojas, et al. 2014)
 Helps to sleep well
 High fiber content
 Helps maintaining skin and hair health
 Improves blood circulation
 Improves digestion
Borojo ボロホ (Leon Cadena 2015)
 Reduces fatigue after exercise
 Strengthens bones, teeth and gums
 Good against bronchial diseases
 Helps against depression, anxiety
 Helps ease menstrual pain
Mangosteen マンゴスチン (Carril 2014)
 Anti-inflammation properties
 Suppresses metastasis
 Sentisites chemotherapy effects
 Mantains healthy blood sugar levels
 Maintains skin health
Cupuassu コポアズ (Fleck 2012)
 restores elasticity to the skin
 provides anti-oxidants
 Natural sun-screen protection
 Polyphenols treat respiratory illnesses
Guava グアバ (Nagdeve, Organic facts 2019)
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 Boosts heart health
 Boosts Inmunity
 Improves skin health
 Regulates blood sugar
Table 2.4 Fruits farmed in Colombia and some of their health benefits
Colombian fruit supply chain
Figure 2.1 Supply chain of fruits in Colombia (Avila Torres and Nizo Triana 2017)
In order to understand prices of fruits in Colombia and how they can be improved, it is
important to understand the supply chain of fruits in the country. Considering the low technification
of the industry, most of the farmers can only sell their products to associations or Co-ops or other
intermediaries, then these are distributed to big traders or international traders. Ideally farmers
should be able to sell directly to international traders in the case of raw fruit, for processed fruit it is
more complicated, in this case most of the times they must rely on intermediaries, but depending on
the technique, for example dry fruits, they may be able to sell directly to international traders. One of
the objectives of this document is to create awareness of what must be done int the future in order to
improve the fruit industry, not only for major companies but for the small and medium farmers,
technification is very important in this stage if we want to cut middle men, this can bring two
important benefits, more money for the farmers and better prices for the end consumer.
Another important factor to consider is transportation, regarding this, Colombia has two big
disadvantages, there are no cargo trains in the country that facilitate transportation of fruit in bulk
and the terrain in Colombia is a mountainous country, which difficult transportation. In recent years
the government has been investing in fourth generation roads, improving connections between cities
and reducing drastically transportation times by implementing tunnels through the mountains and
wider roads, they are planned to be finished by 2020 but due to corruption problems this can take
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more time than planned, so we will not take into our forecast of prices this factor and work with the
prices at the moment of writing this document.
The Colombian and Japanese economy are very different, one is a first world country and the
other a third world one, still, it is interesting to compare how much prices of fruits differ between
thse countries, in fact it is important to check this before continuing the report as if there was not a
price advantage or a benefit to export fruits from Colombia, it would be a meaningless exercise, so
we can see on table 2.5 (Softpratica 2019) (CORPORACIÓN DE ABASTOS S.A 2019) a
comparison between prices of a Kilo of fruit between both countries. As we know, the prices of fruits
change depending on the season, for these prices, we took an average of prices along the year 2018
in the case of Japan, for Colombia, as we do not have 4 seasons the prices do not differ much along
the year, except when there are meteorological anomalies like extended periods of rain or a strong
drought.
Table 2.5 comparison between prices of fruits between Japan and Colombia
As we can see, the average ratio between the prices of Colombia and Japan is close to 10
times, without taking into account the price of the guava, which is extremely high compared to other
fruits, this interesting exercise is just to illustrate that Colombian fruit if successfully exported can be






Avocado 133 1980 15
Banana 39 248 6
Banana passion fruit 60 No price No price
Strawberry 166 1467 9
Grenadia 202 No price No price
Soursop 83 No price No price
Guava 50 1620 33
Lulo 93 No price No price
Mango 66 801 12
Apple 100 1000 10
Passion fruit 60 1006 17
Melon 66 571 9
Blackberry 95 1738 18
Papaya 58 882 15
Watermelon 40 230 6
Pineapple 54 195 4
Star fruit 133 887 7
Tamariro 66 No price No price
Grape 106 500 5
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improve their health, specially for old people who we think prefer food that is highly nutritious and
easy to eat, that is another hypothesis we must confirm with the survey on Chapter 3.
Section 2. WAR IN COLOMBIA AND POSSIBLE ECONOMIC REHABILITATION
As mentioned in chapter 1 section 3 the Colombian war lasted for 55 years, causes of this
problem are not in the interest of this document, but the consequences are. Since the start of the war,
the guerrilla group FARC needed methods to fund their war against the government, for this they
started to take lands from farmers in order to cultivate drugs, export them to other countries and with
the revenues of this operation fund their organization. At the same time other guerrilla groups and
paramilitary groups were also formed and resorted to the same methods, they also threated farmers
into cultivating drugs for them, some landowners associated with high ranking politicians and
officials took advantage of the war to take lands from smaller farmers amidst the confusion and the
inability of the government to control the situation ( and in some cases lack of interest) , this caused
a big problem among the agronomy industry in Colombia, not only most of the farmers did not have
a choice but also drug crops were more cost effective than standard crops (Gallego Medina 2012).
The war has also other consequences, one of them is the lack of investment in the industry,
due to the problems discussed before, there has not been much technification or research put into
agronomy among the Colombian society, as it is seen as a waste of time and money for some and as
a risky venture for others, thankfully the war ended in 2017 and the country can star focusing their
efforts into making this industry competitive against international players again.
One of the biggest problems among the rural area in Colombia is the lack of education and
economic opportunities to improve their economic situation, among land dispossession, threats from
guerrilla and paramilitary groups, the poverty indexes among farmers are very high, some of them
opted to try a new life in the main cities of the country and others simply were forced to flee, but
with the lack of money and technical skills only related to farming, their situation got worse, the
only benefit for them in doing this was to escape from war. Thankfully after the war a special unit
was stablished among the ministry of agriculture and rural development in order to restitute lands to
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former land owners, with this, they may have the opportunity to work in their lands again, to sell
their crops in the international markets and with this, bringing economic prosperity to their families
and give better education and opportunities to their children.
In order to illustrate the problem better, figure 2.2 shows us the top 10 departments affected
by violence and people in need caused from the internal conflict between 2017 and 2019 (OCHA
2019) and the 10 poorest departments (DANE 2014), the purpose of this graphic is to identify where
violence and poverty interlay, as they do not come always in pair, for example, Antioquia is the most
affected department by violence but it is one of the richest departments in the country.
Figure 2.2 Top 10 departments affected by violence and poverty
After pointing out which departments are affected by both problems, it is of outmost
importance for the government to start their efforts by revitalizing their local economies, taking into
account the nature and topic of this document, an analysis of which fruits are the most produced in
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these regions was made and the results can be seen in table 2.6 (Colombian Ministry of Agriculture
2017).
Table 2.6 most farmed crops in departments most affected by poverty and war
The fruit selection was made considering fruits that can be farmed in at least three of the six
departments. If we take into account the size of the crops for each fruit, the most suited fruits to be
promoted in order to help these territories would be Avocado, Blackberry, Lulo, Mango, Papaya,
Pineapple and Tamarillo, these fruits are on table 2.4, there is another important factor to consider,
the efficiency of the crop, high efficiency means more tons per hectare but depending on the results
of the survey that we will discuss on chapter 4, the list of possible fruits to export can change.
Departments Cauca Cesar Chocó Magdalena Nariño
Norte de
Santander
Crop (ha) 797 2,186 285 234 508
production (t) 4,395 14,770 1,529 974 5,503
Crop yield (t/ha) 6 7 5 4 11
Crop (ha) 252 300 4 783 386
production (t) 1,483 1,848 20 6,371 3,075
Crop yield (t/ha) 6 6 5 8 8
Crop (ha) 1 11 246
production (t) 12 133 2,808
Crop yield (t/ha) 12 12 11
Crop (ha) 4 1 23 71 48
production (t) 24 6 97 194 466
Crop yield (t/ha) 7 7 4 3 10
Crop (ha) 64 519 29
production (t) 314 2,522 184
Crop yield (t/ha) 5 5 6
Crop (ha) 20 20 1 208 12
production (t) 310 80 3 656 60
Crop yield (t/ha) 16 4 3 3 5
Crop (ha) 30 38 7
production (t) 450 53 102
Crop yield (t/ha) 15 1 15
Crop (ha) 30 38 7
production (t) 450 53 102
Crop yield (t/ha) 15 1 15
Crop (ha) 470 408 97 322 485 347
production (t) 5,480 2,799 359 2,105 2,346 3,697
Crop yield (t/ha) 12 7 4 7 5 11
Crop (ha) 258 912 2,339 171 16
production (t) 1,790 7,755 22,086 1,287 216
Crop yield (t/ha) 7 9 9 8 14
Crop (ha) 21 189 645 157 131
production (t) 228 2,270 9,134 886 1,907
Crop yield (t/ha) 11 12 14 6 15
Crop (ha) 976 260 441 153 282
production (t) 61,528 5,200 7,107 720 11,295
Crop yield (t/ha) 63 20 16 5 40
Crop (ha) 94 334 4 249 413 176
production (t) 576 2,604 10 1,395 2,977 2,126
Crop yield (t/ha) 6 8 3 6 7 12
Crop (ha) 43 61 54
production (t) 344 509 526































Section 3. SUPPLY AND DEMAND IN JAPAN
Japan fresh fruit imports
Japan is a by tradition an agricultural country, since ancient times and even now, the
agricultural sector holds a great deal of power and influence in the country, Rice is the most
important crop in the country and consumed almost daily by the Japanese. Japan has 4 seasons cycle
and climate varies between the semi tropical one in Okinawa to a colder one in Hokkaido, it is also
important to mention that farmable land in Japan is scarce, only 11,5% is (World Bank Group 2019),
in comparison Colombia’s farmable land varies according to the source, some claim it is around
1.5% (World Bank Group 2019) but this is due to the internal conflict of pasts years, where
territories where taken by guerrillas and were not usable for agriculture, but according to recent data,
25% of Colombia’s land is farmable (UPRA 2019).
Another threat to the Japan agriculture self-sufficiency is the lack of interest of young
people in the industry, as seen on figure 2.3 only 5% of the people involved in farming are
39-year-old or younger, because of these and specially in the future, the rate of fruit imports
may increase.


















CORE PEOPLE ENGAGED IN
FARMING
15-39 40-59 60-74 75 and over
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According to the National statistic center of Japan [E-Stat 2019], in the year 2018 2.6
million tons of fruit were imported into Japan from 99 different countries, the Philippines is the first
exporter with 39.5% of the market share, followed by China and US with 12.8% and 10.4%
respectively. For other possible competitors, the first Latin American country on the list is Mexico
with a 5.6% share followed by Ecuador with 4.4%, Colombia has only 1% of market share, while
not something to be happy about, this means that Colombia still has a lot of room to improve.
Table 2.7 Ranking of Japan fruit trade partners by quantity and value
Table 2.8 Ranking of Japan fruit trade partners by quantity and value [Global Trade Atlas 2017]
Country Quantity-Year (t) Value-Year
[1,000 YEN]
1 Philippines 1,011,998 104,692,723
2 People's Republic of China 326,581 80,447,030
3 United States of America 264,907 117,220,585
4 Mexico 143,696 36,242,438
5 Ecuador 113,513 10,354,586
6 New Zealand 110,319 41,897,132
7 Brazil 78,386 19,399,438
8 Chile 62,661 16,278,903
9 Australia 61,532 16,681,976
10 South Africa 60,633 9,067,240
32 Colombia 2,488 289,204
Imported fruit Quantity (t) Value (USD) Quantity share Value share
Banana 985,634 850,409,535 60.9% 39.8%
Pineapple 156,992 125,635,194 9.7% 5.9%
Kiwi 92,981 313,481,414 5.7% 14.7%
Orange 90,593 123,270,867 5.6% 5.8%
Grapefruit 78,069 91,619,354 4.8% 4.3%
Avocado 60,635 205,402,038 3.7% 9.6%
Lemons and lime 53,099 116,566,532 3.3% 5.5%
Grape 31,319 89,304,445 1.9% 4.2%
Melon and papaya 25,893 43,023,857 1.6% 2.0%
Others 44,427 175,199,548 2.8% 8.2%
Total 1,619,642 2,133,912,784 100% 100%
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Bananas are the most imported fruits in Japan by value and quantity with a value share of
39.8%, it is a fruit that is available everywhere and is also one of the cheapest fruits Japanese people
can find in a supermarket, interestingly enough, the next fruit is kiwi with almost half of that share
14.7%, from there, percentages start dropping considerably for example Avocado which is quite
popular not only in Japan but around the world only has a 9.6% value share. It is also very
interesting to note that 92% of the fruit imports portfolio in Japan consists of only 11 fruits and
heavily concentrated in bananas, it is important to try to stablish more commercial routes between
Japan and other fruit exporters, not only to widen the fruit offer but also to lower the prices for
consumers.
Now that we know which fruits Japan import the most and which countries are their most
prominent trade partners, it is necessary to understand which fruit is the most exported from each
country into Japan, by doing this, Colombia can compare their actual farming methods with each one
of these trade leaders and see how can Colombia can add value with their products, or what it is
necessary in order to compete.
In the case of Bananas, the main exporter is Philippines with a 80% value share followed
by Ecuador with a 15% [World Bank Group 2019], Kiwi is also quite popular in Japanese super
markets, new Zealand is the leader with an outstanding 93.9% value share followed by US with a
3.1% share [Funasho Group 2017], the Kiwi case is interesting because the company Zespri
conducted an innovative marketing campaign leaded by Kanako Inomata, it involved a corporate
mascot and displays in major stores along Tv advertising, they were able to make kiwi relevant in
Japanese people’s daily lives, this presents us with the possibility to do something similar in the
future in case the Colombian government decides to invest heavily in one fruit different from the
conventional ones consumed in Japan [Freshplaza 2017].
As it is well known, Avocados are instantly associated with Mexican food, as mentioned
before, this is partially thanks to the cultural link between this country and US which helped to
market this fruit to other countries through their pop culture, Mexico currently has a 92,7% share
followed by US with a 3.7% [Japan customs 2017].
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Pineapple market’s leader is the Philippines with 99% market share [Japan customs 2014].
The case for oranges is a little more interesting, being a fruit that is also well cultivated in Japan
importers have the chance to compete against other countries or with the Japanese oranges
depending on the season, for example, US has over 50% of market share but has to compete against
Japanese oranges which pick up season is in December, Australia and south Africa are the next
competitors by share but they do not face the same problem. From the star, the goal of this study is
not to compete against local farmers but offer products in off-season times or bring fruits that are not
normally cultivated here, this serves us as an interesting lesson on how Colombia can help [USDA
2018].
Lemon’s main exporter is US with a 63.1% share followed by Chile with 24.3%, it is
interesting to see another south American country with a high share like this, it is important to
compare the Lemon industry between Colombia and Chile in order to gain a competitive advantage,
Lemon demand has been increasing since the 80s, this is due to its implementation in more and more
ways to consume it, from cocktails, beers, jams and desserts [Funasho 2017], the lesson to learn here
is that only importing the fruit to Japan is not enough, it is important to educate consumers in how
can they enjoy Colombian fruits in different ways.
Grapefruit can also teach us an interesting lesson, a very popular fruit since the 80s, it
started to decline in popularity from 2004 to date, the reason to this is attributed to an incompatibility
with hypertension and coronary diseases medicines, Grapefruit increases the level of medicine in the
blood by interacting with Calcium channel blockers [DHSC UK 2018], this made the fruit to lose
popularity among the elderly demographic and with young people preferring sweet fruits, it started
to decline, it is very important to research what kind of effects Colombian fruits can have on
consumers, the Colombian government should collaborate with a national university to do research
on fruits with the most potential to be exported, US has a 46.4% share followed by South Africa with
a 40.2% share.
Finally from the most imported fruits to Japan, there are two possible fruits in which
Colombia can compete, the first one is Avocado, with its demand getting higher every year, Mexico
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is gradually becoming unable to support all the demand, Colombia’s avocados have the same quality
and are of the same variety as the ones produced in Mexico, in this case Colombia could help to
fulfill the demand, for the case of Papaya, in the 90s US’s Hawaii was the top exporter to Japan with
a market share above 90%, but this started to change in the 00s with the Philippines taking the lead
with a 51.5% share and US with a 47.9% share in 2018 [E-Stat 2019], unfortunately the demand has
been declining too since 2002 the reason for this fall is due to a virus outbreak of Papaya ring spot
virus in 1996, the Japanese government implemented stricter rules for this import taking special care
against flies, something that also affects the Philippines exports [McGregor , McGregor 2009]. In
this case, it is important for Colombia to farm a Papaya variety that is strong against the Papaya ring
spot virus and also against fruit flies.
Now that our potential competitors have been selected it is necessary to understand
what advantages they have over Colombia, one of the most important ones are trade agreements
between countries, logic would dictate that it is difficult to go against countries that have these
kind of agreements, especially when Colombia does not have one and it has been on negotiation
since 2011, but in the case of Bananas, we can see that Ecuador despite lacking tariff
exemptions, still can compete against Philippine’s bananas and has a healthy market share of
15%.
Table 2.9 Ranking of Japan fruit trade partners by quantity and value
Country Trade agreement
1 Philippines ASEAN
2 People's Republic of China In negotiation
3 United States of America In negotiation
4 Mexico CPTPP
5 Ecuador No




10 South Africa No
32 Colombia In negotiation
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While a whole FTA is very convenient, it is not a necessary thing to have in order to make
trades, there are also limited agreements that we can try to push to the Japanese government while a
more general FTA is established.
Locally produced tropical fruits
Japan as a traditional agricultural country has a wide range of crops, also its technification
has helped farmers to raise productivity and cultivate fruits and vegetables that would be otherwise
difficult to do in the country. Due to the nature of no direct competition of this study, only tropical
fruits produced in Japan were researched, it is important to understand trends and consumption of
locally produced fruit.
Table 2.10 Tropical fruit cultivated in Japan and its trade deficit
There are some interesting findings here, first, with the exception of kiwi, the amounts of
tropical fruits produced in Japan is very low, which makes sense as they can only be produced in the
south of the country, specially Okinawa and Kagoshima, even in the case of the last one, they need
specially controlled environments to do so, It is also interesting to see that while it is easy to see that
there is a trade deficit, a matter of concern would be the also low amounts of imported tropical fruit
with the exception of Banana.
Fruit Production (t) Imports (t) Trade deficit Prefecture
Pineapple 8500 985,634 0.86% Okinawa
Mango 3805 5800 65.60% Okinawa
Passionfruit* 407 2000 20.35% Kagoshima
Banana 162 1261049 0.01% Okinawa
Dragon fruit (Pitahaya) 183 - - Okinawa
Papaya 222 25,893 0.86% Kagoshima
Acerola 23 - - Okinawa
Star fruit (Carambola) 28 482 5.81% Okinawa
Kiwi 30000 92,981 32.26% Ehime
Litchi (Lychee) 13 310 4.19% Kagoshima
Guava 24 35 68.57% Okinawa
Avocado 5 60,635 0.01% Wakayama
*share the same HS code ( same customs clasification code)
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Figure 2.4 Fruit production in Japan in metric tons [Ministry of agriculture, forestry and fishery 2017]
Figure 2.5 Annual fruit purchase per person in Japan [USDA 2018]
It is widely known that fruit consumption in Japan is low compared to other countries, as
seen on figure 2.4 and 2.5 Fruit consumption in Japan has been on decline since 1995, this can be
due to multiple factors, one is the natural decline on the Japanese population, change in tastes,
perception on fruit consumption, for example favoring processed sweets instead of fresh fruits,
concern about pesticides on farming, the survey that will be conducted for this thesis will try to
understand more about the fruit consumption patterns of the Japanese population in order to develop
a good business plan in the future and search possible success paths.
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Section 4. IMPORT REQUIREMENTS IN JAPAN
Japan is famous for its strict import requirements, the reason for this is that the Japanese
government has made great efforts in order to eradicate different species of bugs that can transmit
diseases among crops, one example of this is the Bactrocera dorsalis, or more commonly known as
the oriental fruit fly, this insect punctures the skin of fruits and lays its eggs, the larvae feed on the
fruit and thus is not optimal for human consumption anymore (Ecological Society of Japan 2002),
this species was eradicated in Sakishima Islands, Okinawa Islands, Amami Islands, and Ogasawara
Islands by 1986 (National institute for Environmental studies 2019) , procedures like this have been
done for other invasive species as well, so it is understandable that the Japanese government does
not want these efforts to go to waste.
The guidebook for export to Japan (food articles) 2011 is a book written by the Japan External
Trade Organization (JETRO), and it shows in detail which procedures are needed in order to import
fruits into Japan, from this book we can highlight some interesting topics:
 All fresh fruits are subjected to quarantine procedures in order to screen for
possible pests or harmful plants.
 Quarantine depends on the origin of the place, tropical countries are the most at
risk of containing pets, as winter usually kills most of these harmful species
 Fruits tightly sealed in containers are exempt of this procedure as are also those
preserved in salt or sugar.
 Items must not contain soil particles in any way
 There are no special regulations for processed fruits.
 Importers must pay for disposable containers and packaging needed for
transportation, with the exception of small enterprises.
 Not all ports have plant or fruit inspection capacity, as such, importers must be
careful when selecting which port they want to arrive in, but all major ports have
them.
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 If a product wants to label itself as organic, it must comply with the JAS
(Japanese agricultural standards) and receive a certification for it.
 A phytosanitary inspection certificated expedited by the exporting country must
be submitted
 For processed foods or those in tightly sealed containers, they must have the
sorted collection label, (plastic containers and paper containers label)
The general import procedure can be seen on figure 2.6 (JETRO 2011)
Figure 2.6 Import procedures flowchart
There is also a general distrust by Japanese consumers for certain imported products as a
result of an incident around the year 2000 where some food from China came with residues of
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pesticide on them which lead to some people getting poisoned (H. Nakata 2002), because of this
problem it is important to keep pesticide use to a minimum and prioritize trackability on products in
order to generate thrust among potential customers, inspection results for residual pesticides and
production flow charts can also help to put at ease Japanese distributors.
In Japan there is also a production management method called JGAP ( good agricultural
practice) this method is widely used inside in Japan and consists of planned tasks, inspection sheets
and everything is recorded in order to improve the process (MAFF 2016), while this is not necessary
in order to import fruits into Japan, it would certainly help inspectors and Japanese clients alike to
thrust the product more (JETRO 2011)
Section 5. CHAPTER SUMMARY
This chapter is divided in three big topics, the first one discusses about Colombia as an
exporter, which fruits are being exported in recent years and to where, it is interesting to note that
exports to Asia are very low and as such, it can be seen as an opportunity to grow as exporters also a
list of different fruits consumed internally and not typically exported in Colombia is also made,
including export standards, fruit properties and supply chain, these are useful as some of them may
prove popular in the Japanese market depending on the results of chapter 3.
The second section discusses more in detail about the Colombian civil war, which were the
departments more affected by the war and poverty, while also analyzing the most farmed crops in
these areas in order to support the exportation of these crops to help revitalize the local economy of
these farmers.
The third section describes where does Japan imports its fruits in general, which are the
most consumed fruits and from where they are being imported, trade agreements is also considered
to establish if Colombia has a chance to compete despite not having an actual agreement with Japan,
which in fact is possible since some countries are important trade partners to Japan without having
such agreements. Another discussed aspect is the decline in internal agriculture in Japan due to
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generational and demographic changes and how in the future imports can greatly benefit Japan, and
at the end import requirements are discussed, this section is important in order to understand the
challenges that Colombian exporters may face in the future.
In the next section the survey Methodology will be discussed, what kind of questionnaire
is necessary, if quantitative or qualitative, how the survey was developed, how answers were
collected, what kind of hypothesis we want to clarify with our research in order to prepare for a
business plan or future possible business developments.
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CHAPTER 3. SURVEY METHODOLOGY
Section 1. SURVEY STRUCTURE
With the literature review done in chapter 1 and 2 now it is of the interest of this research
to dive into primary data, for this, it is important to first establish what kind of primary questions we
want to answer with our survey, the research questions are as follows:
RQ1. What impact does the number of cohabitants in a home have in fruit expenditure?
RQ2. What is the relationship of age and gender of consumers and the consumption frequency of
fruit?
RQ3. Is charitable shopping a good method to entice Japanese consumers into choosing
Colombian imported fruits over others and help farmers who were affected by the
Colombian civil war at the same time?
RQ4. Does the Japanese consumer have interest in consumption of fruits outside their usual
seasons?
RQ5. Does the understanding of the importance in fruit consumption for a healthy diet affect
expenditure among the Japanese consumers?
RQ6. Does gender have an impact in fruit consumption?
RQ7. How does fruit characteristics importance vary among populations with different ages?
RQ8. Which are the most important health benefits Japanese consumers seek when purchasing
fruits?
RQ9. What are the preferred consumption methods for fruits in Japan?
The format of the survey was primally designed to be answered in less than 5 minutes, this
is one of the most important aspects of the survey, as it is in the interest of this research to interview
only potential Japanese customers from all age brackets and genders, for the young demographic
online surveys that can be easily answered on their smartphones allows us to ask them a great
amount of questions which can give us more insight into these research questions, but the older
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demographic are not as proficient with the use of technology, as such, it was necessary to take in
consideration the needs of these candidates, for them surveys have to be done on paper and they
need to be approached on the streets.
Quantitative research was selected for this survey in order to quantify behavior, opinion
and preferences of the Japanese consumer, to discover behaviors that we were not apparent before, it
is also of importance to attain as much answers as possible to have a good sample of the general
consumers pattern, something that can not be done with qualitative analysis.
Another important aspect is who will be the primary users of this research, they will be
exporters, farmers and government officials who need to understand how the Japanese consumer
behaves in a structured way, through statics, correlations and correspondences, this data needs to be
easy to understand without having to read the whole document.
Section 2. QUESTIONS DESIGN
The research questions planted in section 1 were the basis for the questionarie design, the
survey is divided in 5 different sections, the first one consists of basic demographic questions as Age,
gender (RQ6), number of people living in the house of the respondent included them, and what kind
of occupation do they have, we will discuss into detail each one of these variables.
 Age: as some of the answers will be conducted by asking people’s collaboration on the
streets, privacy is important for them, in this case age brackets work better, they were done
in brackets of 10 years each, 20s, 30s, 40s, 50s and 60s and up.
 Gender: Inclusivity is important and as such apart from male and female option there was
another option were the person could write how they identify themselves.
 Number of people: this is an open question and as discussed before, its purpose is to find if
there is a correlation between number of family members and expenditure in fruits. (RQ1)
 Occupation: given the enormous amounts of different jobs, 5 categories were selected,
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student, worker, housewife, retired or unemployed, a sixth open question option was also
available in order to classify the respondent occupation into one of the previous 5
categories.
The next section consists of questions related to fruit consumption frequency (RQ2),
expenditure, preferred consumption method (RQ9), opinion about the importance of fruits in a
healthy diet (RQ5) and interest in consuming out of season fruits (RQ4).
 Fruit consumption: for this question the survey clarified that it includes raw fruit and
processed fruit in solid form, it can include pre-cut fruit, dry fruit or cake fruit.
 Juice consumption: in Tokyo a smoothie business model has become popular recently, were
people have easy access to them at certain train stations, as such it is important to
investigate how many times people consume smoothies and also juice fruit commonly found
on supermarkets.
 For both of the previous questions a range of options was proposed to respondents, these
include a frequency of more than 5 times per week, 3 to 4 days per week, 1 to 2 days per
week, 3 to 4 times per month or almost never, as it is evident, questions are more detailed in
the weekly range, this is the period of time that is most important for this research.
 Expenditure: one of the most important questions in the survey, ranges were selected in
groups of 1000 yen, from 0 to 1000, 1000 to 2000, 2000 to 3000, 3000 to 5000 and 5000
onwards, here a period time of a week was also established, due to this short period, it is
very unlikely that people would spend more than 5000 yen, this is the reason for making
this value the soft cap between the options.
 Consumption method: in chapter 2 we discussed the difficulty of importing raw fruit to
Japan, it is important to understand how important is this method of consumption to the
Japanese consumers and if there are alternative methods Colombian exporters can use to
enter the market more easily. Available options were, raw, juice, pre-cut fruits, jam, dry
fruits, fruit jelly, fruit cake, fruit yogurt, these categories were selected by studying the
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offerings in different supermarkets in Tokyo.
 Importance of fruits: this question wants to find through a Likert scale of 5 how much
Japanese consumers value fruits in a healthy diet, this is important to know because future
marketing campaigns can rely in this fact.
 Out of season fruits: Japanese product marketing is heavily based on seasons, this is due to
the love Japanese people have for them, each season is heavily associated with some fruits
such as Mikan oranges in winter, persimmons in autumn, watermelons in summer and
strawberries in Winter and spring. The question wants to understand if there is a cultural
attachment to eating fruits respective to their seasons, as stated in chapter 1, Colombia does
not have a 4-season cycle which enables it to produce fruits two times per year in general,
Colombia can provide fruits outside the associated season in Japan but it is important to
understand if customers actually find this option appealing or not.
The next section of questions deals with the importance of certain characteristics of fruits
such as taste, freshness, appearance, price, fruit origin and quantity of seeds per fruit, a Likert scale
of 6 was used this time, this was done in order to force respondents to say if they either have an
interest or not in a specific characteristic, no middle ground answer was provided (RQ7).
 Taste: Japanese fruits are in general sweeter than Colombian counterparts, developing
new species in order to cater to the Japanese consumers is impossible for Colombian
farmers in the short term, we need to confirm if this is one aspect we should worry about
or not.
 Freshness: Colombian fruit could take in average 21 days to arrive into Japan, freezing
methods exist in order to prevent spoilage of fruits but as it is known, Japanese people
care a great deal about freshness in fishes destined for sushi, we want to confirm if it is
the same for fruits, in the case that this aspect is very important, Colombian exporters
may have to resort to alternative distribution methods as pulp fruit or dry fruit.
 Appearance: in chapter 2 we discussed about the export standards Colombia has for
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fruits, the best category is called Extra and it is mainly defined for having less than 5%
of bruises in the surface of the fruit. Unfortunately, fruit in Japan is sometimes seen
more as a gift than a product for daily consumption and these fruits have the most
high-quality standards, not only they have good taste but the size and form of them are
carefully controlled, this is another aspect Colombian farmer cannot replicate in the
short term, it is important to understand if it is a decisive factor or not.
 Price: this is one of the aspects where Colombian fruit can shine, as discussed in chapter
2 the general ratio price between Japanese and Colombian fruit prices are 10:1,
including export costs it is very likely that Colombian fruit can still be sold for a
reasonable price, the motive of this question is to measure if we can have an advantage
with this or if it is not the case.
 Fruit origin: Among the fruits sold in supermarkets in Japan it is common to see where
they come from, traceability has become an important factor among Japanese consumers
in the last years, also, as discussed in chapter 2, there were some incidents round the
year 2000, some food from China came with residues of pesticide, the purpose of the
question is to confirm if this is still an important factor or not, thankfully Colombian
coffee has a good reputation among Japan, this association can play in our benefit.
 Quantity of seeds per fruit: one famous example is the mikan or Japanese tangerine, this
species rarely has any seeds on it. On the Colombian side, tangerines and other fruit
species have an average of 5 to 10 seeds per fruit as seen in chapter 2 tables 2.1 ad 2.2, if
this factor is of high priority for Japanese consumers, Colombian farmers would need to
start developing new breeds of fruits that do not have as many seeds, but this process
requires time and specially research financing, something the Colombian government is
not interested in investing into at the moment.
The next section of questions wants to explore which are the health benefits that are more
important for consumers (RQ8), this in contrast with the demographic information in the first section
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of the survey can help us to select the fruits that have more potential from a marketing point of view.
To make the list of health benefits, we selected most of them from table 2.4 in chapter 2, the purpose
behind this rationale is to offer what we can, the rest were selected by researching other Colombian
fruits that are popular in Europe for these properties, the list is composed as follows:
Table 3.1 Colombian Fruit health benefits
Finally, based on the information collected in chapter 2, we came to understand that fruit
import to Japan is an arduous process if raw fruit is decided to be exported, thus, it is important to
offer alternatives to businesses that do not have the capability to tackle such challenge from the start.
Processed fruit does not come with the same regulations and for this, we hypothesized a business
model based on a subscription system where Japanese consumers receive in a weekly basis, pure
frozen fruit pulp which can be used to make their own smoothies, in order to confirm the feasibility
of this business model, respondents were asked directly about their interest in this business model.
Another question related to potential marketing campaigns in order to close the gap against
other countries was to ask the interest of consumers in charitable shopping, the rationale behind
these kind of campaigns is to take a percentage of the price and donate it directly to the people who
need it most, in this case, we asked the respondents about their willingness to change brands or
country of origin in their fruits if the Colombian fruits imported into Japan donated 10% of the
profits to Farmers affected by the Colombian civil war (RQ3).
Section 3. CONDUCTING THE SURVEY
The expectation from the start was to collect at least 10 answers for each age bracket and
gender, with a total of 100 required answers, as noted at the start of this chapter, for the younger
Lower cholesterol and triglyceride levels Heart diseases prevention
Eye health improvement Promotes sleep
Cancer prevention Bone density strengthening
Weight reduction Skin and hair health improvement
Immune system enhancement Constipation prevention
Arthritis relief Blood circulation improvement
Stabilize blood sugar levels Digestive function improvement
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demographics (20s to 40s) an web based survey distribution was done by asking Japanese colleagues
to distribute the survey to their relatives and friends, the goal was easily reached for the 20s and 30s
brackets including male and females, for people in their 40s, an effort was done in order to find the 2
missing from each gender but this was proven impossible as it was rude to ask respondents their ages
first before conducting the survey, for people in their 50s the quota was met.
For people in their 60s and up it was more difficult, as noted at the star of the chapter, we
needed to approach these people on the street or in their businesses that one may ask for their
cooperation and conduct the survey manually. One negative about doing this is that when people see
a long survey in paper, they are reluctant to cooperate, especially elderly people, also they were
reluctant to answer how much they earned and thus this demographic question was not considered in
the analysis of this research.
When approached on the street, most of them declined the offer, in order to solve this
problem, a Colombian coffee sweet was given for free to each person who decided to cooperate, but
despite of this, it proved difficult to meet the initial required quota on time.
Section 4. CHAPTER SUMMARY
In this chapter we describe what we are trying to research through some pre-defined
research questions based on the research done in chapters 1 and 2, then the general structure of the
survey is described, how it was designed, including the variables for each question and why they
were selected or described in that way and finally we describe the experience of conducting the
survey.
On the next chapter the results of the actual survey will be analyzed in order to answer our
research questions.
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CHAPTER 4. DATA ANALYSIS
Section 1. DATA COLLECTION
As mentioned in Chapter 3, the survey was conducted through two methods, an online survey
whose respondents were mostly in the age bracket of 20 to 40 years old, for older people, it was
needed to approach them on the street or on their businesses and ask for their collaboration.
First, we need to understand some basic patters among the population, for this a basic analysis
of frequencies is needed.





































Table 4.2 People per home frequency
From table 4.1 and 4.2 there are two interesting things to note, this is a confirmation of the
low unemployment rate of Japan, 64% of women among all age groups are working, unfortunately
due to the nature of the survey, 80% of people who answered the question in the street did not
provide an answer about salary, which invalidates any kind of analysis based on that, but we can
conclude that 86% of people among all age groups can take decisions about their fruit intake, this is
supported by 42% of people living alone, now let us see if there is any correlation between number
of people and expenditure in fruits.
People per home Frequency Percent





30s 1 5 38.5
2 5 38.5
3 3 23.1
40s 1 2 22.2
2 5 55.6
4 2 22.2




60 and up 1 3 33.3
2 2 22.2
3 4 44.4






















Table 4.3 People per home and expenditure correlation
As we can see in table 4.3, based on the data collected, seems unlikely to be a correlation
between the number of people living per home and the amount of money people expend in frits
(RQ1), with this we can suggest that there is no special need to market to families for example,
Marketing should be targeted to people as individuals as there is no significant spending increase in
larger families.
Table 4.4 various correlations against age variable
Another important factor we need to know for marketing is whatever there is a correlation
between fruit and juice consumption frequency, willingness to pay for a more expensive product for
charitable reasons and interest in out of season fruits against the age variable, in these cases there
seems to be a relationship between Age and fruit consumption frequency, the same for interest in out
of season fruits. Based on the negative correlations of the surveyed data, we can suggest a possibility
that the more people age they eat less Fruit and are less interested in out of season fruits, this is
interesting as intuitively one would think they are more concerned about health than the younger
crowd (RQ2).
Out of season fruits is important for Colombia, as one of our strengths is being able to
grow fruits all year around, but if people are not interested in them, Colombia would lose that
advantage, fortunately it seems that the younger crowd does not matter that much if the fruit is in
season or not, for these two reasons, they can be good candidates for targeting Colombian fruits.
Correlation Expenditure in fruits
People per home Pearson Correlation 0.081
Sig. (2-tailed) 0.355
N 134
Fruit frecuency Juice frecuency Charitable shopping Out of season fruits
Age Pearson Correlation -.283** -0.013 -0.017 -.317**
Sig. (2-tailed) 0.001 0.881 0.841 0
N 134 134 134 134
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Table 4.5.1 Homogeneity of variances between age and different points of interest
Table 4.5.2 ANOVA one-way comparison test between age and different points of interest
In the survey some questions were asked about their perception about some important
aspects distributors if Colombian fruits need to know and understand in order to be successful in the
Japanese market, the scale was done from 1 to 5 where 1 means “totally disagree” and 5 “totally
agree’. For table 4.5.1 the only P value that is lower than 0.05 is the case for interest in shopping
with charitable purposes between men, for all others we can assume equal variances between the
Gender Levene Statistic df1 df2 Sig.
Fruit importance for health 1.195 4 62 0.322
Tropical fruits perception 0.957 4 62 0.438
Tropical fruits accesibility 0.942 4 62 0.446
Charitable shopping 2.012 4 62 0.104
Out of season fruits 0.184 4 62 0.946
Fruit importance for health 1.876 4 62 0.126
Tropical fruits perception 1.326 4 62 0.27
Tropical fruits accesibility 1.039 4 62 0.394
Charitable shopping 3.447 4 62 0.013
Out of season fruits 0.398 4 62 0.809
Female
Male
Gender Sum of Squares df Mean Square F Sig.
Fruit importance for health Between Groups 0.934 4 0.233 0.44 0.779
Within Groups 32.917 62 0.531
Total 33.851 66
Tropical fruits perception Between Groups 4.797 4 1.199 2.463 0.054
Within Groups 30.188 62 0.487
Total 34.985 66
Tropical fruits accesibility Between Groups 8.651 4 2.163 1.525 0.206
Within Groups 87.916 62 1.418
Total 96.567 66
Charitable shopping Between Groups 2.077 4 0.519 0.946 0.444
Within Groups 34.043 62 0.549
Total 36.119 66
Out of season fruits Between Groups 21.012 4 5.253 5.086 0.001
Within Groups 64.032 62 1.033
Total 85.045 66
Fruit importance for health Between Groups 5.076 4 1.269 2.561 0.047
Within Groups 30.715 62 0.495
Total 35.791 66
Tropical fruits perception Between Groups 6.763 4 1.691 2.887 0.029
Within Groups 36.312 62 0.586
Total 43.075 66
Tropical fruits accesibility Between Groups 6.159 4 1.54 1.392 0.247
Within Groups 68.587 62 1.106
Total 74.746 66
Charitable shopping Between Groups 4.018 4 1.005 1.058 0.385
Within Groups 58.848 62 0.949
Total 62.866 66
Out of season fruits Between Groups 14.22 4 3.555 3.12 0.021






Next from F and P values from table 4.5.2 for the female group we can not reject that
means are equal among populations except in the case of interest in out of season fruits, in the case
of men we can reject that means are equal for the categories “fruit importance in health”, “price
perception of tropical fruits” and out of season fruits. Now we need to check which groups are
different between these three categories.
Table 4.5.3 Anova post-hoc test comparison between groups (age) for out of season fruits in women
Table 4.5.4 Anova post-hoc comparison between groups (age) for out of season fruits in men
For out of seasons fruits among the female population, P values less than 0.05 seems to
indicate that all groups mean are significantly different against the 60-year-old and up group except
Lower Bound Upper Bound
Female 20s 30s -0.038 0.345 1 -1.01 0.93
40s 0.09 0.393 0.999 -1.01 1.19
50s 0.523 0.378 0.641 -0.54 1.59
60 and up 1.645* 0.393 0.001 0.54 2.75
30s 20s 0.038 0.345 1 -0.93 1.01
40s 0.128 0.441 0.998 -1.11 1.37
50s 0.562 0.427 0.684 -0.64 1.76
60 and up 1.684* 0.441 0.003 0.45 2.92
40s 20s -0.09 0.393 0.999 -1.19 1.01
30s -0.128 0.441 0.998 -1.37 1.11
50s 0.433 0.467 0.885 -0.88 1.75
60 and up 1.556* 0.479 0.016 0.21 2.9
50s 20s -0.523 0.378 0.641 -1.59 0.54
30s -0.562 0.427 0.684 -1.76 0.64
40s -0.433 0.467 0.885 -1.75 0.88
60 and up 1.122 0.467 0.128 -0.19 2.43
60 and up 20s -1.645* 0.393 0.001 -2.75 -0.54
30s -1.684* 0.441 0.003 -2.92 -0.45
40s -1.556* 0.479 0.016 -2.9 -0.21
50s -1.122 0.467 0.128 -2.43 0.19
Out of season fruits
(J) Age(I) AgeDependent VariableGender Mean Difference (I-J) Std. Error Sig.
95% Confidence Interval
Lower Bound Upper Bound
Male Out of season fruits 20s 30s -0.683 0.365 0.342 -1.71 0.34
40s -0.183 0.425 0.993 -1.38 1.01
50s 0.867 0.39 0.185 -0.23 1.96
60 and up 0.352 0.448 0.934 -0.91 1.61
30s 20s 0.683 0.365 0.342 -0.34 1.71
40s 0.5 0.487 0.842 -0.87 1.87
50s 1.550* 0.457 0.01 0.27 2.83
60 and up 1.036 0.508 0.259 -0.39 2.46
40s 20s 0.183 0.425 0.993 -1.01 1.38
30s -0.5 0.487 0.842 -1.87 0.87
50s 1.05 0.506 0.244 -0.37 2.47
60 and up 0.536 0.552 0.868 -1.02 2.09
50s 20s -0.867 0.39 0.185 -1.96 0.23
30s -1.550* 0.457 0.01 -2.83 -0.27
40s -1.05 0.506 0.244 -2.47 0.37
60 and up -0.514 0.526 0.864 -1.99 0.96
60 and up 20s -0.352 0.448 0.934 -1.61 0.91
30s -1.036 0.508 0.259 -2.46 0.39
40s -0.536 0.552 0.868 -2.09 1.02
50s 0.514 0.526 0.864 -0.96 1.99




for the 50-year-old group, for men, the difference is between 30s and 50s-year-old group, this also
relates to what we learned in table 4.4. Based on the collected data we can explore a possible
marketing campaign for out of season fruits targeted to the younger demographic as a negative
correlation suggest that this particular group are more interested in them than the older demographic
(RQ4).
Table 4.5.5 Anova post-hoc comparison between groups (age) for importance of fruits in health in men
In the category of importance of fruit for a healthy diet, there are no significant mean
differences between female groups, in the case of men it only differs between the 30s and
50s-year-old groups, as such, we can raise the possibility that results can be generalized for all the
population.
What we can suggest from the previous analysis, is the Japanese customer in general
specially on women understand the importance of fruits in a healthy diet, but as seen on table 4.5.7
there does not seem to be a relationship between the acknowledge of importance of fruits for a
healthy diet and the money spent on purchasing fruits, this is important to analyze, it could be that
while people are health conscious they think they can find other healthy alternatives, for example the
Japanese government always pairs fruits and vegetables on their health campaigns which can lead
people to think that as long as they eat vegetables they do not need fruits, or it can also be due to the
high cost of fruits in Japan, even if they want to eat fruits everyday they can not do it because it is
Lower Bound Upper Bound
Male 20s 30s -0.55 0.24 0.163 -1.23 0.13
40s -0.342 0.28 0.74 -1.13 0.45
50s 0.333 0.257 0.694 -0.39 1.06
60 and up -0.11 0.295 0.996 -0.94 0.72
30s 20s 0.55 0.24 0.163 -0.13 1.23
40s 0.208 0.321 0.966 -0.69 1.11
50s .883* 0.301 0.037 0.04 1.73
60 and up 0.44 0.335 0.682 -0.5 1.38
40s 20s 0.342 0.28 0.74 -0.45 1.13
30s -0.208 0.321 0.966 -1.11 0.69
50s 0.675 0.334 0.268 -0.26 1.61
60 and up 0.232 0.364 0.968 -0.79 1.26
50s 20s -0.333 0.257 0.694 -1.06 0.39
30s -.883* 0.301 0.037 -1.73 -0.04
40s -0.675 0.334 0.268 -1.61 0.26
60 and up -0.443 0.347 0.706 -1.42 0.53
60 and up 20s 0.11 0.295 0.996 -0.72 0.94
30s -0.44 0.335 0.682 -1.38 0.5
40s -0.232 0.364 0.968 -1.26 0.79
50s 0.443 0.347 0.706 -0.53 1.42
95% Confidence Interval





prohibitively expensive, based on the fact that mean differences among groups of men and women
do not differ too much, it seems unlikely to be a relationship between expenditure in fruits and
acknowledgement of fruits as part of a healthy diet (RQ5).
Table 4.5.6 Anova post-hoc comparison between groups (age) for tropical fruit price perception in men
Table 4.5.7 Correlation between fruit expenditure and fruit as a healthy food
Regarding tropical fruits price perception there is no significant mean differences among
the age group in women, in the case of men, there is only one difference between 2 groups, based in
this collected data, it seems likely that the general population in Japan share a general image of fruits
being expensive, if we enter the market, it is important to make campaigns teaching customers that
this does not have to be always the case and there is a market for cheap fruit for daily consumption
and expensive high-quality Japanese grown tropical fruits for gifts and special meetings.
Tropical fruit accessibility which is based on more than 6 different types of tropical fruits
being available in the respondent’s neighborhood did not have significant differences between the
Lower Bound Upper Bound
Male 20s 30s -0.15 0.261 0.978 -0.88 0.58
40s .933* 0.305 0.026 0.08 1.79
50s 0.233 0.279 0.919 -0.55 1.02
60 and up 0.219 0.321 0.96 -0.68 1.12
30s 20s 0.15 0.261 0.978 -0.58 0.88
40s 1.083* 0.349 0.023 0.1 2.06
50s 0.383 0.328 0.768 -0.54 1.3
60 and up 0.369 0.364 0.848 -0.65 1.39
40s 20s -.933* 0.305 0.026 -1.79 -0.08
30s -1.083* 0.349 0.023 -2.06 -0.1
50s -0.7 0.363 0.314 -1.72 0.32
60 and up -0.714 0.396 0.381 -1.83 0.4
50s 20s -0.233 0.279 0.919 -1.02 0.55
30s -0.383 0.328 0.768 -1.3 0.54
40s 0.7 0.363 0.314 -0.32 1.72
60 and up -0.014 0.377 1 -1.07 1.05
60 and up 20s -0.219 0.321 0.96 -1.12 0.68
30s -0.369 0.364 0.848 -1.39 0.65
40s 0.714 0.396 0.381 -0.4 1.83
50s 0.014 0.377 1 -1.05 1.07











mean in the groups of men and women, based on that and the low value of the mean among all
groups, the data seems to indicate that there is a low offer on supermarkets all around Tokyo but not
as low as initially thought, measures were taken in order to explain what is a tropical fruit so answers
were as accurate as possible.
Continuing with our analysis of the results of tables 4.5.1 and 4.5.2 Among the questions,
there was one regarding a potential marketing campaign, where Colombian fruits imported to Japan
would donate 10% of the profits directly to farmers affected by the internal civil war and if they
would change brands in order to support a campaign like this one. In order to make clients trust in
this campaign, products would have a seal of approval by the Colombian government, but based on
the data collected, there does not seem to be interest for such kind of campaigns, based on the results
Japanese consumers are neither in support or against this kind of campaign, interestingly enough
women seem to be more in favor than men regarding charitable purchases, but not high enough to
warrant special attention to a campaign like this one (RQ3).
We must also consider if the average fruit expenditure is similar between men and
women, if that is the case, we could make campaigns that does not target a gender in particular, but if
there is a group that spends more, for example women, we can use the results from the survey that
ask about what benefits do they expect or want from fruits and use those benefits to make a more
targeted campaign.
Figure 4.1 Expenditure in fruits group statics
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Table 4.6 Independent sample T-test for Expenditure in fruits between men and women
In this case, the mean for both groups are identical, 50% of the answers fall between
options 1 and 2 and 95% within 1 and 3, which are spending brackets of 0 to 1000-yen, 1000 yen to
2000 yen and 2000 yen to 3000 yen, there are very few outliners that affect the mean for both groups
in a significative way and also, we can see that the variance is nearly identical too for both groups.
As for table 4.6 the F value is bigger than 0.05 so we use the test assuming equal variances,
as for the P value, it is also big so we can suggest that there is no difference between the means,
based on these results, it seems likely that a marketing campaigns targeted to men and women alike
can be met with success (RQ6).
One possible fruit distribution method was hypothesized based on the difficulty of
importing raw fruit to Japan, as we learned on section 2, as long as the fruit is processed or tightly
packaged, it does not need to pass the rigorous inspection methods of Japanese port’s, so processed
fruit is the way to go at least for the first stages of fruit import to Japan. Recently there has been a
surge in popularity among subscription services, where a consumer can pay for receiving a good or
service periodically, typically weekly or monthly, in this case it was in the interest of this research to
know if Japanese people are interested in receiving weekly pulp fruit (as seen on figure 4.2) to make
their own smoothies.
F Sig.


















for Equality of t-test for Equality of Means
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Figure 4.2 Typical Frozen tropical fruit pulp packaging
Figure 4.3 Correspondence analysis for interest in the smoothie subscription model by age
Based in the data from figure 4.3 it seems likely that people in the bracket ages from 50
and up are somewhat interested or undecided by this model, in the last case, it would be easy to
convince them to partake in this service with a good marketing campaign, unfortunately the same
cannot be say for people in their 30s, they are far away in the figure to suggest that they can be
persuaded by a marketing campaign, people in their 20s and 40s gravitate more towards being not
very interested but with a strong marketing campaign it could be done, but in the case resources are
limited, focus should be in older people.
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An important part of the survey was asking respondents about what do they care more
about when purchasing fruits, this is important to know as Colombian fruits should aim to at least
comply with the features people are more interested about, it is also important to know how it relates
depending on the age bracket (RQ7), these questions were done in a scale of 6, as mentioned in
chapter 3 the reasoning for this is that this research is not interested in middle ground answers in this
case, we want to know clearly if they are interested or not in these characteristics.
Figure 4.4 Correspondence analysis for importance of fruit taste by age
The figure suggests that people from ages 20 to 40 gravitate towards a level 1 preference
which would mean they care a lot about this, followed by people in their 50s, interestingly enough
people in their 60s are does not seem that interested in the taste of the fruit, this can be due to the
reduced taste that comes with the age.
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Figure 4.5 Correspondence analysis for importance of freshness by age
As for freshness, again the group age of 60 and up seems not very interested in freshness,
and as for the other age brackets, people in their 20s appear to not be interested neither , people in
their 40s seem to care too much or tend to not care that much, a split opinion, the people in their 30s
indicate their interest in freshness too, thus in this case if exporters decided to import fruits into
Japan in their raw form, and taking into account that this would take 21 days in average to be
exported and pass the quarantine inspections at ports, based on the data the best age brackets to take
into account for the moment would be 20s and 60s and up.
Figure 4.6 Correspondence analysis for importance of fruit appearance by age
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In this case, there seems to be a relationship between all age brackets except people in
their 30s and importance in the appearance of fruits, all of them gravitate towards levels 1 to 3 which
seems to indicate that they care a great deal about appearance, this is one of the features Colombian
fruits need to achieve in order to be successful. Colombian fruit with quality for exportation as
discussed in chapter 2 section 1 has to go through rigorous inspections but it is probably not enough,
in which case a new export category above the EXTRA category should be created in order to satisfy
the requirements of Japanese consumers.
Figure 4.7 Correspondence analysis for importance of fruit price by age
Fruit price is one of the strong points of Colombian fruits and one of the objectives of this
research, to deliver good quality fruits with cheap prices that can be enjoyed everyday and contribute
to an improvement of Japanese people’s health, there seems to be a relationship between people in
their 20s and 30s and fruit prices, while people in their 60s and up no so much, we can support this
relationship with the general perception that older people frequently gift expensive fruits to their
children and grandchildren, so price is not a concern for them, but younger people consume fruits
more as a healthy snack so price matters to them.
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Figure 4.8 Correspondence analysis for importance of fruit origin by age
Colombian fruit is not well known yet in Japan, thankfully we have a good image
regarding our coffee beans, which can give us and advantage when entering the market if we can
make an image association to this product, this is important if we want to cater to the older
demographic as we can see they are the ones who care more about this, there does not seem to be a
strong relationship between the younger demographic and the origin of the fruit.
Figure 4.9 Correspondence analysis for importance of seed quantity by age
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Finally, among the characteristics of fruits we have the number of seeds, there is likely to
be some relationship between people in their 60s and up and the number of seeds in the fruit they
consume, this makes sense and it is easily explained, as it is not easy for them to cut, take out seeds
or spit them, what is relaxing to see is that among younger demographics seed quantity is not that
important, unfortunately as seen on table 2.1 and 2.2 in section 2, Colombian fruits tend to contain a
higher number of seeds than their Japanese counterparts.
The next question wanted to explore which health benefits Japanese consumers expect or
want from fruits in order to choose those fruits that fit their requirements (RQ8).
Table 4.7 Frequencies for multiple answer question regarding fruit health benefits
In order to define which characteristics we should focus a cutoff point must be
established, we can see that a lot of answers are around 20% to 30% so in order to select those that
people are really interested in a 35% cutoff is established, in this case for women we have four
Gender N Percent
Lower cholesterol and triglyceride levels 6 2.80% 9.10%
For eye health 9 4.20% 13.60%
Cancer prevention 10 4.70% 15.20%
Weight loss 17 7.90% 25.80%
Boost inmune system 33 15.40% 50.00%
Arthrithis relief 2 0.90% 3.00%
Stabilize blood sugar levels 12 5.60% 18.20%
Heart diseases prevention 4 1.90% 6.10%
Sleep aid 5 2.30% 7.60%
Bone strengthening 4 1.90% 6.10%
Skin and hair health 36 16.80% 54.50%
Constipation relief 35 16.40% 53.00%
Blood circulation 15 7.00% 22.70%
Improve digestion 26 12.10% 39.40%
Total 214 100.00% 324.20%
Lower cholesterol and triglyceride levels 16 8.00% 23.90%
For eye health 14 7.00% 20.90%
Cancer prevention 9 4.50% 13.40%
Weight loss 17 8.50% 25.40%
Boost inmune system 32 16.00% 47.80%
Arthrithis relief 1 0.50% 1.50%
Stabilize blood sugar levels 13 6.50% 19.40%
Heart diseases prevention 6 3.00% 9.00%
Sleep aid 7 3.50% 10.40%
Bone strengthening 6 3.00% 9.00%
Skin and hair health 19 9.50% 28.40%
Constipation relief 18 9.00% 26.90%
Blood circulation 15 7.50% 22.40%
Improve digestion 27 13.50% 40.30%










interesting characteristics, boost for the immune system , Skin and hair health, constipation relief
and improve digestion, for men is boost immune system and improve digestion too.
Table 4.8 Correlations for the selected fruit health benefits
To understand the demographics better a correlation test was done for the selected fruit
health characteristics and there does not seem to be a likely relationship between age and these four
health benefits except for the case in men and skin and hair health, what this data suggests us is that
marketing campaigns should not focus in a particular age bracket regarding these health benefits. As
for the best suited fruits for Japanese consumers, from section 2 table 2.4, we can select Gulupa,
Mango, Guava, and banana passion fruit for boost skin and hair health, Mango and papaya for
constipation, Lulo and Tamarillo for immune system and finally banana passion fruit to improve
digestion, by selling these fruits we could improve the lives of people in Cauca, Cesar, Choco,
Magdalena, Nariño and Norte de Santander, 6 of the most poor and affected by the war departments
in Colombia as shown in figure 2.2 in chapter 2.
The final question that must be analyzed is the preferred consumption method of fruits










Female Age Pearson Correlation 0.046 -0.167 0.089 0.092
Sig. (2-tailed) 0.715 0.178 0.476 0.461
Male Age Pearson Correlation 0.019 -.312* 0.116 -0.164
Sig. (2-tailed) 0.876 0.01 0.35 0.185
N 134 134 134 134
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Table 4.9 frequencies for fruit consumption methods
Based on these results Japanese consumers seem to prefer to eat raw fruits, this is
predominant in the age brackets of 20s to 50s, but for 60s and up, the percentage of interest in raw
fruits reduces to the point that it is quite similar to other consumption methods, among women and
men the second option is pre-cut fruit and juice on third, it is interesting to see that older people do
not consume more Juice fruit compared to raw fruit, as the later one is easier to consume, but
according to figure 4.3 they are interested in the smoothie subscription service, as contradictory it
may seem, we can hypothesize that actual juice fruit sold in supermarkets usually contain high
amounts of sugar which is something that older people do not desire, but if they are able to make
their own fruit juice or smoothies, they can control the level of sugar they feel comfortable with. To
clarify this question a correlation test can help us to understand a little better the whole picture.
Gender Age Frequency Percent
Female 20s Juice 4 15.4
Raw 11 42.3
Pre-cut fruit 8 30.8
Jelly fruit 2 7.7
Fruit yogurt 1 3.8
30s Juice 2 15.4
Raw 6 46.2
Pre-cut fruit 4 30.8
Jam 1 7.7
40s Juice 1 11.1
Raw 6 66.7
Pre-cut fruit 1 11.1
Jelly fruit 1 11.1
50s Juice 1 10
Raw 7 70
Pre-cut fruit 2 20
60 and upJuice 2 22.2
Raw 2 22.2
Pre-cut fruit 3 33.3
Jelly fruit 2 22.2
Male 20s Juice 9 30
Raw 9 30
Pre-cut fruit 7 23.3
Jelly fruit 3 10
Fruit yogurt 2 6.7
30s Juice 2 16.7
Raw 4 33.3
Pre-cut fruit 5 41.7
Fruit yogurt 1 8.3
40s Raw 3 37.5
Pre-cut fruit 3 37.5
Dry fruit 1 12.5
Fruit yogurt 1 12.5
50s Juice 2 20
Raw 3 30
Pre-cut fruit 2 20
Dry fruit 2 20
Jelly fruit 1 10
60 and upRaw 4 57.1
Pre-cut fruit 3 42.9
62
Table 4.10 Correlations for the selected fruit health benefits
As expected, there is a strong positive correlation between age and interest in stabilizing
blood sugar levels, , this suggests that there is a relationship as people get older with them worrying
more about sugar in their beverages, with this information we can theorize that the smoothie
subscription model is the best fit for elderly people.
Section 2. CHAPTER SUMMARY
In this chapter the primary data gathered through a survey conducted through the internet
and also approaching them on the streets was analyzed, the purpose of the survey was to mainly
understand the Japanese consumer perception about fruits, what do they expect or want when
purchasing them, their consumption behavior, their preferences and also their interest in a potential
new distribution method based on a subscription model for delivering pulp fruit weekly to their
doors.
Results and conclusions from the data will be discussed in the next section, but it is
expected that these results can catch the interest of the Colombian government, Japanese Embassy in
Colombia, farmers and exporters, as it is established that while a venture like that may prove
difficult especially considering the political and economic barriers it may provide, but it is certainly
possible to do so, it also depends on how much market it wants to encompass, but there are strategies
that can be approached for each demographic.
Age Stabilize blood
sugar levels





This research aimed to both understand the actual situation of Colombia as a potential
tropical fruit exports, Japan as a potential trade partner and possible commercial rivals and based on
primary data present possible ways to enter the Japanese Market.
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Based on the quantitative data acquired through the survey discussed in chapter 3 and 4 we
propose two main demographic targets for those interested in exporting Colombian fruits to Japan,
the younger demographic and the older one, they may seem like broad groups but thanks to the
acquired results we came to understand that the number of family members do not necessarily
change the amount of money spent on fruits, the same goes for gender, both women and men seem
to spend similar amounts in fruits. Where we can start seeing differences are in the age group,
younger customers who prefer to consume raw fruit over other kind of consumption methods , do
not seem to mind the number of seeds in fruits, if the fruit they consume is seasonal or not neither
the place of origin of fruits, these aspects favor Colombian fruits as we are neither very well known
for our fruits, our fruits have more seeds than what Japanese customers are used to, and we can
provide fruits that are off season in Japan, but on the other hand, according to the data they seem to
care about the taste of the fruit, freshness, place of origin and price. For the first one, Colombian
fruit is not as sweet as their Japanese variants, that is why when importing raw fruit it is important to
bring fruits Japanese are not used to, as they cannot compare their taste, for the second aspect,
freshness is also a week point in Colombian exports, unfortunately the younger customers prefer raw
fruit and as such Colombian fruits must be exported in containers using state of the art refrigeration
in order to maintain maximum freshness. For the third aspect, place of origin, while Colombia is not
very well known for its fruits we can use our association with high quality coffee beans as source of
strength in our products, for the last aspect, price, as long as we can maintain a low price after
importing to Japan, we can be sure we will get the attention of the younger crowd, this can be done
by helping as many Colombian farmers and exporters as possible, with a high number of players in
the market, prices will tend to be lower for Japanese consumers while still providing a safe income
source for Colombian farmers.
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As for older consumers, there is an interesting finding according to the data, they do not
consume fruit as often as the younger crowd, they do not drink juicy fruit too often but they are still
interested in the subscription smoothie business model, we also found that among older consumers,
regulating blood sugar levels is important, we can make a conjecture here by saying that the reason
they seem interested in the Smoothie subscription service is because they can control the amount of
sugar they put into their beverages, something they can not do with commercial Juice products.
Aspects that older consumers do not seem to care too much based on the collected data are
taste, freshness of the fruit and price, for the first aspect as discussed before when explaining
preferences of the younger age groups, this may seem good in principle, as Colombian farmers do
not need to care much about these aspects but at the same time we lose one of our advantages,
competitive prices. About number of seeds in fruits, based on the collected data they seem to mind
high number in this aspect, we cannot offer them fruits with low counts of seeds, but as discussed
before, they are more interested into the Smoothie subscription service, in which case this aspect is
not considered, also, as people get older they start to be interested in other consumption methods,
dry fruits and pre-cut fruits are also good options for this demographic and as a processed fruit
products, does not have to go through quarantine procedures.
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Colombia has many factors that play into their favor, we have a wide range of fruits and
they are cheap to produce, by analyzing health properties Japanese customers want in fruits, we
narrowed the list of possible tropical fruits to export to Japan from more than 50 to 7, Gulupa,
Mango, Guava, Banana passion fruit, Papaya, Lulo and Tamarillo, we also took into account fruits
that would benefit departments affected by war and poverty, as this is the main goal of this research,
to help this small and medium enterprises to enter the Japanese market and provide economic
benefits to their communities while providing value to the diet of Japanese people. Relating with
improving the economic situation of these farmers, we wanted to know if Japanese consumers were
willing to partake in caritative purchases by selecting Colombian fruits that give back 10% of the
profits to farmers, but after analyzing the data there does not seem to be a strong relationship that
supports that this kind of campaign can be successful.
One final recommendation particularly for the Colombian government is that unfortunately,
based on the data collected, tropical fruits have an image of being expensive among the Japanese
population, if we want to start importing fruits in big quantities, it is important to make a marketing
campaign that educates consumers in the strong points of Colombian fruits, focusing specially on
price, as this has a positive effect among the younger crowd in raw fruit consumption and also helps
elderly groups to make the decision and try a possible make your own smoothie subscription service.
The Colombian government already spends big amounts of money in Marketing campaigns for
Colombian coffee, but it is advised to start investing in fruit marketing too, this is something that the
small and medium businesses cannot tackle by themselves and thus they rely on the government and
the Colombian embassy in Japan to help them promote their products.
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